Sitting on the digital divide by Singapore Management University
Singapore Management University
Institutional Knowledge at Singapore Management University
Perspectives@SMU Centre for Management Practice
9-2013
Sitting on the digital divide
Singapore Management University
Follow this and additional works at: https://ink.library.smu.edu.sg/pers
Part of the Graphics and Human Computer Interfaces Commons, and the Technology and
Innovation Commons
This Journal Article is brought to you for free and open access by the Centre for Management Practice at Institutional Knowledge at Singapore
Management University. It has been accepted for inclusion in Perspectives@SMU by an authorized administrator of Institutional Knowledge at
Singapore Management University. For more information, please email libIR@smu.edu.sg.
Citation
Singapore Management University. Sitting on the digital divide. (2013). Perspectives@SMU.
Available at: https://ink.library.smu.edu.sg/pers/288
SITTING ON THE DIGITAL DIVIDE 
Published:  
25 Sep 2013 
 
Persuading the ‘digital resistant’ while balancing the digital:traditional media budget is a 
challenge for marketers 
The plight of the “confused client” lies at the heart of local companies’ perceived reluctance to go 
digital. Underwhelmed by poorly sold digital pitches and overwhelmed by the endless possibilities 
of digital engagements offered by agencies and marketers to their clients, perhaps it’s time to 
educate them, says the panel at digital:works 2013 certification workshop organised jointly by 
SMU’s Centre for Marketing Excellence and the Omnicom Group. 
Nick Gibbons, director of sales for Facebook Asia Pacific, says that the industry is currently 
blinding clients with a myriad range of products and acronyms. “The digital reach is there,” he 
adds. “We just have to be sufficiently astute to frame the conversation.” 
There are simpler ways of explaining the preference for digital over traditional outlets, he says, 
citing a recent client meeting: “At that stage, my client was buying a lot of print media. Yet if you 
compare the cost and reach of top traditional print media and Facebook where we get 30 to 35 
million views per day, it’s clear that the digital option is a cost-effective one.” 
The vast range of products and platforms currently available continue to increase on a daily 
basis, a fact that is a major challenge for the industry and its clients. 
The first of these, says Jared Smith, head of global agencies for Asia Pacific at Google, remains 
technology. The second is a shortage of people with the deep analytical skills needed to make 
sense of the masses of data generated on a daily basis. “Up to 200,000 people will be needed 
within the next two to three years together with managers that are empowered to make decisions 
for their company about that data.” 
A third challenge is the data itself—known as the 3Vs - velocity, volume and variety. A further 
challenge for Google lies in measuring the value of its searches. 
EVOLVING ROLES 
In recent months, Smith notes two kinds of conversations with clients and agencies. “The first is 
a practical short-term conversation: how will option x or option y get me the fastest return on 
investment (ROI). The second is a more strategic conversation, whether the organisation has the 
right people in place to effect this change, the right processes in place—which are still largely 
very traditional processes—and the third is about whether we have the right partners, the right 
agencies, right publishers (such as Google).” 
To meet these challenges, Smith says the roles of agencies are expected to evolve to that of 
‘partner’ to their clients, rather than as media vendors. In essence, he adds, they will be charged 
with making sense of what the data means to a brand. 
The new partnerships and more sophisticated measurability are particularly relevant to markets 
experiencing economic contractions and the shrinking budgets that accompany them. The 
consensus is that ultimately it comes down to costs and effective use of budgets and what is 
important to a client’s business and business objectives. 
DEALING WITH SHRINKING BUDGETS 
Budgets always require deft handling of resources, Srinivas K. Reddy, SMU’s Professor of 
Marketing told Perspectives@SMU “but it’s even more critical when clients are uncertain of 
whether or not to allocate further resources to a digital campaign and reduce emphasis on 
traditional media outlets”. 
While goals obviously vary from business to business and from creating brand awareness and 
brand identity to increasing brand considerations and purchase, Reddy says the next step is a 
communications strategy that incorporates appropriate high value media tools and effective 
messaging that will accomplish these goals. 
However, as always, a potential stumbling block lies in the selection of appropriate media. 
Here, Wendy Hogan, vice president and managing director for CBS Interactive Asia Pacific, 
emphasises the constant education of clients to show them how the diversity of digital platforms 
and products interact to deliver success. 
“Clients may well be comfortable with traditional media, but a digital solution and effective use of 
social media will often lead to more cost effective opportunities. Imagine a company that spends 
40 percent of its budget on print, yet its clients continue to search online for information and 
costs,” argues Hogan.  
MEASUREMENT 
For Reddy, effective measurement is the next essential step. Gibbons adds that the results of 
monitoring/measurement enable clients to ‘move the metrics’. Facebook, for example, is 
partnering with third parties such as ComScore or Nielsen, which have been monitoring media 
data and trends for decades. However, he cautions, the key point here “is to measure only the 
metrics that matter to your business or client”. 
A final step is the review of the campaign and its success metrics together with recalibration of 
the media tools, vehicles, and messages, says Reddy. 
“This final step affords clients and their advisors more than the opportunity to rethink the 
resource allocation, which may have shifted in line with the shrinking budget. It also provides the 
chance to revisit the strategic bottom line, that is, whether or not clients and their agencies have 
selected the right partners, the right agencies and the right publishers.”  
 
 
